Previous research has shown that sustainable consumption is largely driven by consumers' altruism (Stern, et al., 1999; Stern, 2000) . However, given that social norms were found to be more powerful in determining consumers' behavior in cultures where collectivism is pervasive such as in China (Jin & Kang, 2010) , we posited that Chinese consumers' orientation to save face (i.e., face-saving) may underlie their propensity towards sustainable fashion consumption. The concept of "face" refers to an individual's public self-image (Brown & Levinson, 1987) , which can be gained or lost in social interactions. For example, individuals can gain face by showing behavior that meets social expectations and social roles, and lose face when they are not treated respectfully (Kim & Nam, 1998) . In this study, face-saving was operationalized as an individual's inclination to maintain a good public self-image. Because fashion products tend to be publicly consumed (Bearden & Etzel 1982) , choosing sustainable fashion products may be closely related to public self-image enhancement in China. However, there is still a lack of empirical evidence to demonstrate whether or not Chinese consumers' sustainable fashion consumption is influenced by face-saving impulses. Keller's customer-based brand equity (Keller, 1993) and consumption value theory (Sheth et al., 1991; Sweeney et al., 2001) argued that there are three types of perceived values for general consumer products: functional, emotional and social. For the sustainable products, green value, which satisfies consumers' environmental concerns, was also studied (Chen & Chang, 2012) . Thus, this study investigated three types of product value which are generally related to product (i.e., general product value) as well as green value, which is specifically related to sustainable products. We thus posed the following questions: (1) which value increases commitment to sustainable fashion, and (2) how Chinese consumers' face-saving orientation moderates the effect of each value on this commitment.
Many marketing studies confirmed that greater perceived values result in greater consumer loyalty (Zeithamal, 1988) , leading to commitment, which is a long-term loyalty (Chaudhuri & Holbrook, 2002) . Particularly, green value is a type of perceived value provided by sustainable products (Chen & Chang, 2012) . Moreover, face-saving oriented individuals tend to behave decently and appropriately to maintain a good self-image in public (Jin & Kang, 2010; Kim & Nam, 1998) , and fashion items are a means of improving one's self-image. Thus, we posited that sustainable fashion products would help Chinese consumers better present themselves in public, increasing their commitment to sustainable fashion. Also, the face-saving tendency may play a moderating role in that consumers who are highly concerned with facesaving would be more likely to commit to sustainable fashion for saving face by consuming sustainable items, rather than being motivated by the general product values per se. In contrast, sustainable fashion commitment can be driven by green value in products. When consumers'
